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Agenda 

  Introductions 

  Five Steps to Social Media Implementation 

  Social Media Best Practices 

  Break  

  Breakout Session 1: Social Media Successes 
and Challenges 

  Culture Track 2011 

  Break 

  Breakout Session 2: Developing Your Social 
Media Strategy 

  Conclusion 
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Introductions 
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Five Steps to Social Media 
Implementation  
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Implementation and Success in Your Institution 

  Build awareness, encourage literacy, and 
support access. 

  Create a collective approach. 

  Set aside the necessary resources. 

  Develop and work the plan. 

  Manage expectations. 

Social Media 
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Build awareness, literacy, and access 

Social media is not just for kids; it is for everyone.  

  Get your staff, board, and volunteers using it. 

  Improve internal communications. 

  Create networks for staff, volunteers, and 
alumni. 

Step 1: 
Awareness 
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Build awareness, literacy, and access 

Help people learn the language and understand its 
meaning.  

  Create a FAQ. 

  Create a Glossary of Terms. 

  Get people using the lingo. 

  Offer training in groups or 1-on-1. 

  Post resources on the network or intranet. 

Step 1:  
Literacy 
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Build awareness, literacy, and access 

Remove barriers to participation.  

  WiFi and Internet access are critical. 

  Streamline policies and procedures: 

−  Legal. 

− Human Resources. 

− Curatorial. 

− Rights and Reproductions. 

− Visitor Services. 

− Security. 

  Change attitudes through . . .   

Step 1: 
Access 
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Create a collective approach 

It takes village.  

  Inter-departmental. 

− Curatorial. 

− Education. 

− Public Relations and Marketing. 

− Operations / Visitor Services. 

−  IT. 

  Inter-disciplinary. 

  Inter-generational. 

Step 2 
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Set aside the resources 

Social media requires investment.  

  Time. 

  Training. 

  Infrastructure. 

  Budgeting. 

− Online Advertising / Promotions. 

− Production. 

− Maintenance. 

− Analytics. 

− Tools. 

Step 3 
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Develop and work the plan! 

Planning is critical to long-term success.  

  Know your audience. 

  Establish clear, attainable goals.  

  Build your network with goals and mission in 
mind. 

  Plan for evaluation from the start. 

  Integrate a multi-platform roll-out. 

  Develop standard operating procedures for long-
term management. 

Step 4 
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Develop and work the plan! 

Planning is critical to long-term success.  

  Know your audience. 

− Work to further institutional audience 
development goals and target audiences. 

−  Focus on those audiences you know are active 
online and involved with social media. 

− Select platforms that best connect you with 
your audience. 

− Don’t be afraid to target niche audiences—
that is what the Internet is for! 

Step 4: 
Audience 
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Develop and work the plan! 

Planning is critical to long-term success.  

  Establish clear, attainable goals. 

− Good goals for social media: 

−  Expand network of interested participants. 
−  Deepen existing relationships. 
−  Strengthen global connections. 
−  Target niche networks. 
−  Connect directly with visitors. 
−  Increase awareness of programs, events, 

research and collections. 
−  Generate “buzz.” 
−  Enrich your brand with personality. 
−  Improve tracking efforts and include in 

weekly / monthly reports. 

− Not so great goals. 

−  Drive attendance. 
−  Generate revenue (increase membership, 

merchandise sales, etc.). 

Step 4: 
Goals 
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Develop and work the plan! 

Planning is critical to long-term success.  

  Build your network with goals and mission in 
mind. 

− Develop strategies to achieve your goals. 

− Pick the platforms, friends, and connections 
that are right for your organization. 

− Always be ‘mission-appropriate.’ 

− Don’t re-brand your organization for social 
media. 

Step 4: 
Network 
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Develop and work the plan! 

Planning is critical to long-term success.  

  Plan for evaluation from the start. 

− Determine how to measure progress. 

− Begin collecting information from the 
beginning. 

− Collect both qualitative and quantitative 
metrics. 

−  Statistics. 
−  Success stories. 

−  Invest in analytics. 

− Benchmark against similar organizations. 

Step 4: 
Evaluation 
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Develop and work the plan! 

Planning is critical to long-term success.  

  Integrate a multi-platform roll-out. 

− Address how platforms coordinate and 
interact. 

− Devise strategies to keep messaging 
consistent, but unique. 

− Plan for testing, launch, and ramp-up. 

− Allow ample time for growth and 
development. 

Step 4: 
Platforms 
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Develop and work the plan! 

Planning is critical to long-term success.  

  Develop standard operating procedures for long-
term management. 

− Anticipate likely situations and how they 
should be handled in advance. 

− Prepare for evolution, new technology, and 
new platforms. 

− Assign maintenance. 

− Allow for flexibility and growth. 

−  Leave room for the next person. 

− Be patient. 

Step 4: 
Procedures 
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Manage expectations 

Deliver what people are anticipating and more. 

  Update managers and colleagues regularly. 

  Develop a social media “dashboard.” 

  Evaluate and refine strategies quarterly. 

Step 5 
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Social Media:  

Best Practices 

and Notable Trends 
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“First we shape our tools, and then they shape us.” 
  – Marshall McLuhan, Understanding Media 



21 

Social Media  
Landscape 
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  Regardless of  the medium, the message matters 
most. 

  Every link, tag, tweet, and post is an opportunity  
to self-curate. 

  Speaking with an authentic voice is the best way 
to engage audiences in a cluttered online 
environment. 

  The social media landscape is constantly 
changing, but quality content transfers easily. 

Content Is King 
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Facebook: Facts 

Connect and share with the people in your life. 

  Massive: More than 600 million active users, of 
which 50% log in daily. 

  Connected: 100 million of these users access 
Facebook through their mobile device. 

  Engaged: Average user has 130 friends, writes 
25 comments per month; active users can 
spend 55 minutes on the site per day. 

Data Source: Website-Monitoring.com and Bursen-Marsteller “Evidence Based Communications” 
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Twitter: Facts 

Twitter asks “what’s happening?” and makes the 
answers spread across the globe to millions, 
immediately. 

  Nascent: More than 200 million registered users 
(since ‘07) and growing at a rate of over 
400,000 per day. 

  Engaged: 55 million Tweets per day. 

  Brand/Trend Conscious: Twitter’s search engine 
gets 600 million queries per day. 

  Content Driven: A New York Times story gets 
tweeted every 4 seconds. 

Data Source: Wikiipedia, Financial Times and Website-Monitoring.com 
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YouTube: Facts 

YouTube is the world's most popular online video 
community, allowing millions of people to 
discover, watch and share originally-created 
videos. 

  Massive: 2 billion video views per day and 375 
million unique visitors per month. 

  Engaged: Average person spends 15 minutes on 
YouTube per day. 

  Global and Multilingual: Google's automatic 
speech recognition technology can translate 
YouTube videos and create captions in 51 
languages. 

  Proven in Culture: 5 million views on 
Guggenheim/YouTubePlay channel. 

Data Source: Website-Monitoring.com and FastCo Design 
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“In the past, you were what you owned.   
Now, you are what you share.”  

– Charles Leadbeater, Author of We Think 
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Best Practices: 
Primary Platforms 

27 
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Forum for Discussion 

Facebook 
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Collection Sharing 

Facebook 
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Collection Sharing: One step further… 

Facebook 
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MoMA Lego 

Facebook 
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Engaging the Audience 

Twitter 
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Online and Onsite 

Twitter 
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Twitter 

#AskACurator 
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Behind-the-Scenes Access 

YouTube 
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In-depth Interviews 

YouTube 
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YouTube 

From Physical to Online 
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YouTube 

Sharing the Experience 
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Secondary 
Platforms 

  Artbabble, Vimeo, UStream and other video 
sharing and livestreaming platforms. 

  Iphone, Android and other mobile applications. 

  Flickr, Picasa and other photo sharing platforms. 

  Foursquare and other geo-location services. 

  Kickstarter, Groupon, and other micro-
fundraising services. 
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Crowdsourcing & 
Audience Engagement 
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Photo-contests 
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Public Programs 
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Exhibitions 
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Tag Tours 
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Online & 
On-site 
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Foursquare 

Stedelijk 
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Foursquare + 
Tips 
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Foursquare + 
Metrics 
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Mobile + AR 

Museum Applications: Museum of London 
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Mobile + AR 

Museum Applications: Museum of London 
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Social Media & 
Revenue Generation 
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Revenue Generation via Groupon 

Group  
Purchasing 
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Revenue Generation via Groupon 

Group  
Purchasing 
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Revenue Generation via Kickstarter 

Crowdsourced 
Fundraising 
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Revenue Generation through Exclusive Content 

Across  
Platforms 
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Concluding 
Thoughts 
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What is the  
Social Media 
Opportunity? 

  Forum for brand dialogue. 

− But only if  you’re listening and willing to 
respond. 

  Content sharing mechanism. 

− But only if  you have the resources to create 
this unique content. 

  Avenue for engagement with cultural 
consumers. 

−  If  you’re active and creating online 
relationships. 

  Vehicle for humanizing your brand activities. 

− But only if  you’re consistent. 

  A tool to be integrated with other marketing 
tactics. 

− When used as an extension of  other brand 
management tools. 
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Key Takeaways 

  Nothing works in isolation; no one source is a 
solution. 

  Content is still King; just “being on social 
media” is not enough. 

  Know your audience:  
“Relevance + Resonance = Significance”  
(Brian Solis, author of  Engage) 

  Crowdsourcing is a simple and effective way to 
involve your audience and grow your 
community. Radio and television cannot 
connect with this audience. 

  The social media landscape is ever-changing— 
evaluate, fix, and adapt along the way. 
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Breakout Session 1 

Social Media Successes and Challenges 



60 60 
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Culture Track 2011 
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What is Culture Track? 

  A survey of behaviors, motivators, and barriers 
to cultural participation across the United 
States. 

  An ongoing tracking study, fielded five times 
since 2001. 

  Data collected from over 4,000 online 
respondents in 2011, statistically mirroring the 
U.S. population with screening criteria to ensure 
a base level of cultural participation. 

  A collaborative research project conducted as a 
service to the field, free to arts professionals, 
the media students, and cultural leaders 
worldwide. 

Culture Track 
2011 
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What does Culture Track explore? 

  Attitudes and behaviors of cultural audiences. 

  Trends in attendance at and affiliation with 
visual and performing arts organizations. 

  Motivators and barriers affecting participation. 

Culture Track 
2011 
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What’s new in 2011? 

  Culture Track 2011 gauges the ongoing effects of 
the economic downturn by tracking against our 
special 2009 study, Arts Participation in the 
Economic Downturn. 

  In addition to baseline tracking data (for 
comparison with previous studies), Culture Track 
2011 probes usage and impact of new 
technology and proliferation of social media 
platforms. 

  Culture Track 2011 also introduces a new, 
sophisticated segmentation of cultural 
consumers developed in partnership with SDR 
consulting. 

Culture Track 
2011 
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Who did we talk to in 2011?  

  4,005 respondents participated in a nation-wide 
online survey, representing all 50 states. 

 – 18 or over. 

 – U.S. residents. 

 – Attended at least one cultural activity in the 
past year. 

  Survey fielded and completed in January 2011. 

  Margin of error = +/– 1.6%. 

Culture Track 
2011 
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Who did we talk to in 2011?  

  4,005 respondents participated in a nation-wide 
online survey, representing all 50 states. 

 – 18 or over. 

 – U.S. residents. 

 – Attended at least one cultural activity in the 
past year. 

  Survey fielded and completed in January 2011. 

  Margin of error = +/– 1.6%. 

Culture Track 
2011 
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How can I access the full study?  

  Visit www.LaPlacaCohen.com/CultureTrack 
after April 15 to download a copy of the full 
study. 

Culture Track 
2011 
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  Both visual and performing arts 
audiences are planning their 
attendance much farther in advance.  

  Visual arts audiences have become 
significantly less spontaneous. 

-  Only 5% of respondents decide to 
visit a museum or exhibition on 
the same day, compared to 17% 
in 2007. 

  This longer planning cycle may be 
attributable to people leading busier 
lives, and planning their 
expenditures more carefully. 

Time frame of decision to attend 

Performing Arts 
(n=3,152) 

2007 2011 

Well in advance 50% 62% 

A few days in 
advance 42% 35% 

Same day 9% 3% 

Visual Arts (n=2,575) 

2007 2011 

Well in advance 29% 45% 

A few days in advance 54% 50% 

Same day 17% 5% 

Advance planning is on the rise. 
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  Respondents of all ages prefer the 
Internet for purchasing tickets.  

  Box office sales for performing arts 
continue to decline dramatically. 

  For visual arts, online is top but 
closely followed by purchasing 
tickets at the admissions desk. 

Preferred ticket purchase method 

Performing Arts  (n=3,152) 

2004 2005 2007 2011 

Mail 5% 4% 3% 4% 

Telephon
e 17% 15% 10% 12% 

In 
person 40% 38% 32% 28% 

Internet 38% 44% 55% 56% 

Visual Arts (n=2,575) 

2004 2005 2007 2011 

Mail 4% 3% 3% 3% 

Telephon
e 16% 12% 9% 10% 

In 
person 49% 47% 41% 42% 

Internet 31% 37% 47% 45% 

Online ticket sales dominate all other channels. 
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  Traditional media channels are still 
very important ways of sharing 
cultural information.  

  Word of mouth (75% ) has always 
been essential, but now it expresses 
itself both online and off.  

  Social media is a new channel for 
word of mouth.  

-  Appearing in this study for the 
first time, data on Facebook 
(39%) and Twitter (14%) provide 
a baseline for monitoring the 
growth of their influence. 

Information sources consulted for culture 
(n=4,005) 

Word of  mouth, traditional media, and social media: the recipe is now high-
tech and high-touch. 

Word of mouth 75% 

Television 73% 

Sunday newspapers 68% 

Daily newspapers 66% 

Radio 62% 

Facebook 39% 

Twitter 14% 

MySpace 11% 
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Effectiveness of social media 
recommendations  
(n=4,005)   Over two-thirds of  respondents act 

on recommendations for cultural 
events received through social 
media. 

Social media influences cultural participation. 

Never act on 
recommendations 

31% 

Rarely act on 
recommendations 

29% 

Sometimes act on 
recommendations 

32% 

Often act on 
recommendations 

8% 
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Social media usage as a function of attendance  
(n=4,005)   Over half  of  the most frequent 

cultural attendees regularly utilize 
Facebook (75%), YouTube (70%), 
and blogs (50%) on at least a 
weekly, if  not daily, basis. 

Frequent attendees are the most likely to use social media to find out  
about culture. 

Facebook YouTube Blogs Twitter 

4+ cultural events 
per month 75% 70% 51% 44% 

2-3 cultural events 
per month 66% 56% 37% 23% 

1 cultural event per 
month 56% 52% 21% 10% 

No cultural events 
per month 53% 32% 14% 6% 
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Social media usage as a function of 
generation (n=4,005) 

  Although younger audiences are 
heavier users of  social media, 
certain platforms, such as 
Facebook, are widely used across 
all generations. 

Younger audiences are not the only ones using social media. 

Age Facebook YouTube Blogs Twitter 

18-29 82% 76% 45% 39% 

30-44 74% 62% 39% 26% 

45-64 54% 39% 25% 11% 

65+ 43% 22% 14% 3% 
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Use of social media by presence of children 
(n=4,005) 

  Social media is used more 
frequently in households with 
children than those without.  For 
example, 74% of  households with 
children use Facebook on a weekly 
or daily basis as opposed to 54% 
of  households without children. 

Families are also heavy social media users. 

Facebook YouTube Blogs Twitter 

Families with 
children 74% 60% 38% 26% 

Families without 
children 54% 40% 23% 13% 
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Websites accessed on a daily basis for 
communications  
(n=4,005)   On a daily basis, personal email 

(80%) and social media sites like 
Facebook (38%) rank higher than 
online local newspapers (15%) and 
any other news and information 
site. 

Websites accessed on a daily basis 
for information  
(n=4,005) 

Personal email 80% 

Facebook 38% 

Location based services 18% 

YouTube 15% 

My local newspaper site 15% 

Other online news sites 14% 

Groupon 11% 

CNN.com 9% 

FOXNews.com 8% 

NYTimes.com 5% 

Connecting online is a daily habit. 
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Other ways of experiencing culture  
(n=4,005) 

  Audiences are using technology to 
tap into culture on their home 
computers, their mobile phones, 
and their tablet computers. 

-  20% of  respondents with 
mobile phones use them to 
access the websites or the 
social media applications of  
cultural organizations. 

-  11% of  respondents use their 
mobile phones to access 
content through quick response 
(QR) codes. 

How mobile technology gets used 
 (n=3,765) 

Text messaging 62% 

Connecting to the Internet 39% 

Social media applications 27% 

Shopping online or purchasing tickets 22% 

Accessing the homepages of  cultural institutions 20% 

Quick response (“QR”) codes 11% 

On a website 16% 

Download video in digital format 13% 

On a mobile device (smartphone, iPad) 11% 

Download podcasts 8% 

Culture is increasingly accessed through technology. 
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Presence of technology by presence  
of children  
(n=4,005)   The presence of  children in 

households correlates to high 
levels of  multi-platform technology 
usage. 

  Respondents with children are: 

–  Nearly three times as likely to 
own a tablet computer. 

–  Nearly twice as likely to have a 
smartphone. 

Families with children are technology omnivores. 

Households 
with children 

Households 
without 
children 

Video game console 72% 30% 

iPod/MP3 player 60% 35% 

Smartphone 48% 23% 

Electronic reader 19% 10% 

Tablet computer 15% 6% 
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Breakout Session 2 

Developing Your Social Media Strategy 
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Time for Feedback! 

What information was most useful to you? 

What would you like to know more about? 

Conclusion 
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      Thank You 




